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Abstract
Variable and competitive conditions in today’s business world make it difficult for companies to capture sustainable success.
Supporting with innovative approaches of the activities of companies may allow them to be successful in the competitive market 
by creating differences. Companies apply innovative activities to be different in their products and services, in the production and 
management processes, marketing approaches. In addition, innovative activities are important to increase the commercial 
performances of the export companies. In dried fruit production and world trade, Turkey has the comparative advantage. The 
share of exports in this sector of Turkey is around 11%. The share of dried figs and exported from Aegean Region is quite big in 
this success. Therefore, application in our study has been applied to manufacturing and exporting companies in dried fruit sector 
in Aegean Region. The aim of our study is to identify innovative activities and to determine the differences presence of some 
features of the companies in this sector related to innovation activities. Therefore questions on R&D department, patent, utility 
model, know-how, support projects have been asked to the dried fruit exporter companies and data on innovative activities of the 
companies were collected by questionnaire. The research has been applied to dried fruit manufacturing and exporting companies
registered to Aegean Exporters' Union. Data was analysed using SPSS version 18.0. According to the results, it has been 
observed that companies involved in this research have high innovation average on product, process, marketing and 
organizational structure. It is concluded that the businesses without R&D department have more tendency in points of innovative 
activities. The businesses that not have patent, utility model, know-how are shown to be more tendency to a process innovation.
Furthermore there are no differences between the businesses that funding R&D activities and others in points of innovative 
activities.
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1. Introduction
The businesses located in a continuously changeable environment must perform innovative activities and should 
be open to innovation to achieve competitive advantage and adapt to this dynamic environment. As reported 
by <ÕOPD] (2011:86) “most basic competitive ability is to learn and to renew itself”. Learning is a process that have 
the compilation, use and storing of the data obtained and it starts with being open to new information, continuing to 
develop itself with collecting information from the outside world. This process will reveal a structure which 
changing, developing and innovating. In this context, the company's will work continuously to achieve competitive 
advantage by making innovation in products and services, in technology, in process 
and system, in management and marketing approach of itself.
For dried fruit exports, Turkey is one of the countries that retains the competitive 
advantage of some specific items. Especially in the production and export of specific dried figs and raisins in the 
Aegean Region is located in the first row. Sustainability of competitive advantage is associated with the study of 
innovation in this sector. Therefore, our study are discussed and exporter of dried fruit business. By this research the 
innovative activities of enterprises aimed to reveal whether they differ in terms of their attitudes that support 
innovative behavior. The variables, within the attitudes framework of supporting the innovative behavior of 
firms, benefiting from state support programs in order to find innovative activities, making R&D 
efforts and investment for the development of innovative products and services and patents, utility models and 
know-how present conditions are located.
The concept of innovation in the literature section of the study, characteristics, types and as well 
as innovative activities, information is provided on dried fruit sector and theoretical models, hypotheses of the 
study are given in addition. In the methodology section, the aim of this study, the analysis and findings are 
located. The study is completed by the interpretation of results obtained from the findings.
2. Literature Review And Hypotheses
2.1. Innovation
Innovation refers to all scientific, technological, organizational, financial and commercial activities which lead to, 
or are intended to lead to the implementation of technologically new or improved products or services 
(OECD/Eurostat, 1997:39). Firms can differentiate themselves from their rivals by innovations (Hashia and Stojcic,
2013). Innovation also can be defined as a process that ongoing learning, searching exploring and resulting in new 
products, new processes, new forms of organization and new markets (Lundvall, 1995).
Innovation for companies is an important competitive tool that provides increasing the efficiency and profitability 
of entering new markets and enlarging current market. Highly efficient, profitable and competitiveness firms 
developed the economies in which they operate. It can develop and gain competitive advantage on a global scale. 
Therefore, innovation is one of the most important factors that guarantee the quality social welfare and life, 
employment growth and for sustainable growth of the country (Elçi, 2006; Sabuncu, 2014).
In the study of Guerrero et al, (2009) the word innovation associated with food and defined as “the addition of 
new or unusual ingredient; new combinations of product; different processing systems or elaboration procedures 
including packaging; coming from different origin or cultures; being presented and/or supplied in new ways; and 
always having temporary validity”.
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2.2. Types of Innovation
Schumpeter (1934) associated the entrepreneurship with innovation. He has gone to five different classifications 
for innovation: introduction of new products, introduction of new production methods, the opening of new markets, 
development of new supply sources for raw materials and other inputs and creation of new market structures in an 
industry (Yavuz, 2010).
According to Oslo Manual Guide (2005), four types of innovation is indicated; product, process, marketing and 
organizational innovations. This classification is comprehensive for sectorial innovative activities and also it is 
defined as innovation process. The innovation process starts with a strategic goal then develops through product,
process, marketing and organizational development or combinations of them (Earle, 1997).
x Product innovations; involves revealing a new product/service or improving significantly an existing 
product/service. Product innovation includes significant improvements in the technical specifications on 
components, materials, built-in software, and functional characteristics. Innovations in traditional food 
mainly pertain to product innovations, such as packaging innovations and changes in product 
composition, product size and form or new ways of using the product (Gellynck & Kühne, 2008).
x Process innovations; involves changing production methods significantly or application of the new 
intermediate step and process. Techniques in relation to the development or creation of products, 
equipment and / or software contains significant developments (Oslo Manual, 2005:53). Product and 
process innovation are related to each other, also a new developed product requires new production 
technologies. Product innovation is closely related to R & D activities, while more important for young 
and emerging industries, process innovation and efficiency gains are important in the next stage of price 
competition .ÕUEDFK& Schimiedeberg, 2008: 437).
x Marketing innovations; involves new marketing processes that includes significant change in designing, 
packaging, positioning and promoting of a product/service (Oslo Manual, 2005:49). Such innovations, 
focuses on differentiation will improve interaction with potential customers throughout the buying 
process.
x Organizational innovations; involve innovations related to training activities, machinery and equipment, 
other external information. It is related to new methods of organization of work and external relations in 
commercial applications (Oslo Manual, 2005:96). Organizational innovations means new and different 
structures that provide the most optimal way to combine financial and human resources.
In the study of Guerrero et al (2010) it’s indicated that in the traditional food production in Europe, it is seen 
marketing innovations such as packaging, easy consumption but there is no significant changes in the product.
However, in order to increase market share and to provide sustainability of these conventional food products, it must
be ensure food safety, healthy or beneficial various by innovations.
Cayot (2007) also supported that to ensure food security is connected to improving sensory quality of traditional 
products and also for the discovery of this quality can be achieved through the development of innovative product 
structure. Every step of the traditional food production should guarantee, the use of organic and original raw 
materials, advanced new security systems, packaging systems that protects sensory quality and longevity 
(Vanhonack et al., 2010.XúDW). These improvements are only possible with the emphasis on innovation.
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2.3. Dried Fruit Sector
Table 1: World Dried Fruit Export and Share of the Sector in Total World Export
Years World Export
(Dried Fruit Sector)
World Export
(All Sectors)
Sectoral Export Share 
(%)
2000 3.751.537.014 135.365.958.046 2,77
2001 3.738.289.199 139.864.109.854 2,67
2002 4.133.106.592 149.881.534.194 2,76
2003 5.169.510.511 175.774.234.066 2,94
2004 6.207.617.482 197.864.030.773 3,14
2005 7.797.584.814 215.416.656.337 3,62
2006 8.587.714.813 239.386.478.517 3,59
2007 8.151.431.871 278.002.963.224 2,93
2008 8.916.419.452 302.781.549.454 2,94
6RXUFH7ø0
Turkey has the comparative advantage in producing dried fruits in the world. Turkey is the main exporter of the 
most of dried fruits. The share of the dried fruits is 8% in Turkish agricultural exports (TSI, 2012) and 15% in 
Turkish total exports (TIM, 2010). In 2008, Turkish dried fruits export value is 983 million dollars, 11 % share from 
world trade (Table 2). Erkan (2011) showed that Turkey has competitive advantage in figs, raisins, dried apricots, 
hazelnuts and pistachios.
Table 2: Turkey Dried Fruit Export (DollarDQG6KDUHRIWKH6HFWRUøQ:RUOG([SRUW
Years Turkey Export
(Dried Fruit Sector)
World Export
(Dried Fruit Sector)
Turkey’s Export Share 
(%)
2000 392.695.924 3.751.537.014 10,47
2001 363.694.711 3.738.289.199 9,73
2002 385.609.771 4.133.106.592 9,33
2003 464.334.196 5.169.510.511 8,98
2004 573.086.649 6.207.617.482 9,23
2005 590.012.064 7.797.584.814 7,57
2006 679.913.711 8.587.714.813 7,92
2007 814.673.600 8.151.431.871 9,99
2008 983.569.116 8.916.419.452 11,03
6RXUFH7ø0
Turkey is the leader of the world in dried apricot and fig production. In the Aegean region, especially three 
products stand out in the dried fruit export: Raisin, dried fig and dried apricot. Commercial properties of these three 
products 7ø0816' (ø%$UÕVR\:
Raisin
x Production share of Turkey from World: 30% (258 thousand tons) 
x Export value of Turkey from the World: 28% 
x Turkey’s important markets: England, Germany, Netherland, Russia and Japan.
1180   Murat Kayalar et al. /  Procedia - Social and Behavioral Sciences  195 ( 2015 )  1176 – 1185 
x The first five exporting countries: Turkey (418 million $), USA (332 million $), Iran (319 million $), 
Chile (141 million $) and South Africa (80 million $).
Dried Fig
x Production share of Turkey from World: 50% (57 thousand tons) 
x Export value of Turkey from the World: 52% 
x Turkey’s important markets: France, Germany, Italy and England.
x The first five exporting countries: Turkey (185 million $), USA (22 million $), Iran (19 million $), 
Netherland (16 million $) and Germany (11 million $).
Dried Apricot
x Production share of Turkey from World: 66 % (120 thousand ton)
x Export value of Turkey from the World: 82% 
x Turkey’s important markets: Russia, USA, England, Germany, and France.
x The first five exporting countries: Turkey (350 million $), Germany (11 million $), USA (7 million $) 
and South Africa (6 million $)
Table 3: The amount of harvest (ton) for the last five years
Raisin Dried Fig Dried Apricot
Years Harvest (ton) Harvest (ton) Harvest (ton)
2010 248.547 58.662 80.000
2011 268.949 55.653 136.917
2012 310.000 61.500 176.718
2013 242.635 61.909 110.345
2014 328.167 69.731 8.210
      6RXUFH(ø%
Türkekul (2009) stressed the importance of the standards directed to the health, quality and food safety to 
compete with European markets. Turkey's keeping its share in these markets and selling its products in higher prices 
depend on product quality and storing and packaging conditions $UÕVR\HWDO To reach this aim, Turkey’s 
dried fruit firms should center the innovative activities.
2.4. Research Model and Hypotheses
According to the theoretical model of our study of the presence of some features related to business innovation is 
based on the assumption that state to determine the differences in innovative activities. Considered firm 
characteristics related with innovation are that R&D department assets, budget allocation for innovative activities, 
benefiting from support programs and having patents the utility model and the know-how.
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.
Fig. 1. Research Model
H1: There is a significant difference in point of product, process, marketing, organizational innovation activities, 
between businesses that with R & D department and without.
H2: There is a significant difference in point of product, process, marketing, organizational innovation activities, 
between businesses that provide budget to R & D or innovation activities and other businesses.
H3: There is a significant difference in point of product, process, marketing, organizational innovation activities, 
between businesses that have patent, utility model, know-how and other businesses.
H4: There is a significant difference in point of product, process, marketing, organizational innovation activities, 
between businesses that use support program and other businesses.
3. Methodology
3.1. Research Goal
We want to test by this research whether having R&D department, funding R&D or innovative activities, having 
patents, utility models and know-KRZ XVLQJ VXSSRUW SURJUDPV 7h%ø7$. 6$1-7(= ø=.$World Bank or 
the EU Projects, Rural Development Agency) are causing a significant difference in point of process, product, 
marketing and organizational innovation activities.
3.2. Sample and Data Collection
The study sample, dried fruit and confectionery industry in the Aegean Region consists of companies engaged in 
production and export. From the 400 members of Aegean Dried Fruits and Products Exporters Union approximately 
110 manufacturing and exporting company in the Aegean region has been determined. Union members are also 
companies located in different regions of Turkey. The survey forms 59 companies owner / manager has responded 
to mail or hand delivery.
3.3. Analyses and Results
The survey was prepared by literature review and adapted from the study of Günay (2007), Sabuncu (2014), .ÕOÕo
and Keklik (2012) and implemented to determine the innovative activity of sample within the scope of research. The 
survey consists of two parts. In the first part (Business R & D department did have?, Is leaving your business budget 
Innovation 
Activities
Product, 
Process,
Marketing,
Organizational
Having R&D department
Funding R&D or innovative
activities
Having patents, utility 
models, know-how
Using support programs
Independent Variables Dependent Variables
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for R & D or innovative products?, Do your enterprise have patent, utility model, know-how?, Did you ever applied 
to the support program for the benefit of innovative activity? are given to the questions. In the second part of the 
survey 21 propositions took place to determine situation of the product, process, marketing, and organizational
innovation activities. 5 likert-type scale are used for statistical evaluations of propositions.
3.4. Research Findings
First of all Kolmogorov-Smirnov test was applied to the survey data to decide which analysis could be done. By 
the test results (sig <0.05) were found to not have a normal distribution of the data is decided to apply the non-
parametric test.
The average on the innovative activities of enterprises in the sample, businesses generally reveal 
the perception that they are in innovative activities. It is seen (Table 1) that organizational innovations is the highest 
average in the kinds of innovation, followed by the product, the marketing and process innovation.
Table 4. Descriptive Statistics
N Minimum Maximum Mean Std. Deviation
Proces 59 2,89 4,89 3,7947 ,37414
Marketing 59 2,40 5,00 3,8068 ,52123
Organizational 59 2,67 4,67 3,9379 ,54483
Product 59 2,50 4,75 3,8602 ,60578
Valid N 59
Mann Whitney U test was applied to the sample to check difference in the innovation attitudes that depend on 
whether businesses have R&D department. According to the results of the analysis (Table 
2) a proposition of marketing innovation (the promotion of the products and benefit from new marketing method 
for distribution.) (Sig: 0,019), a proposition of organizational proposition (opportunities for generating new ideas of 
employees (incentive systems, awards, etc.) is presented.) (Sig: 0,015) and a proposition
of process proposition (advanced technology tools and materials are obtained previously from other competitors in 
the industry.) (sig: 0,025) were seen differences in the level of significant (0,05). It is observed that differences arise 
from businesses without R&D (Table 6 and 7). According to the results hypothesis H1 is accepted.
Table 5. Test Statisticsb
Marketing 
proposition
Organization
proposition
Proces
proposition
Mann-Whitney U 36,000 34,000 44,500
Wilcoxon W 1576,000 1574,000 1584,500
Z -2,351 -2,444 -2,243
Asymp. Sig. (2-tailed) ,019 ,015 ,025
Exact Sig. [2*(1-tailed Sig.)] ,022a ,018a ,046a
a. Not corrected for ties.
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Table 5. Test Statisticsb
Marketing 
proposition
Organization
proposition
Proces
proposition
Mann-Whitney U 36,000 34,000 44,500
Wilcoxon W 1576,000 1574,000 1584,500
Z -2,351 -2,444 -2,243
Asymp. Sig. (2-tailed) ,019 ,015 ,025
Exact Sig. [2*(1-tailed Sig.)] ,022a ,018a ,046a
a. Not corrected for ties.
b. Grouping Variable: R&D Department
Table 6. Descriptive Statistics
N Mean Std. Deviation Minimum Maximum
Marketing proposition 59 3,7458 1,33382 1,00 5,00
Organization proposition 59 3,8814 1,16093 1,00 5,00
Process proposition 59 3,8644 1,04151 1,00 5,00
R&D Department 59 1,0678 ,25355 1,00 2,00
Table 7.  Ranks
R&D Department N Mean Rank Sum of Ranks
Marketing
proposition dimension1
Yes 55 28,65 1576,00
No 4 48,50 194,00
Total 59
Organizational 
proposition dimension1
Yes 55 28,62 1574,00
No 4 49,00 196,00
Total 59
Process
proposition dimension1
Yes 55 28,81 1584,50
No 4 46,38 185,50
Total 59
Mann Whitney U test was applied to the sample to check difference in the innovation attitudes that depend on 
whether businesses have patent, utility model, know-how. Analyzing the data in Table 8 in terms 
of process proposition (advanced technology tools and materials are obtained previously from other competitors in 
the industry.) (sig: 0,025) were seen differences in the level of significant (0,05). It is observed that differences arise 
from the businesses that without patent, utility model, know-how (Table 9 and 10). According to the results 
hypothesis H3 is accepted.
Table 8. Test Statisticsb
Proces proposition
Mann-Whitney U 98,000
Wilcoxon W 1476,000
Z -2,236
Asymp. Sig. (2-tailed) ,025
Exact Sig. [2*(1-tailed Sig.)] ,049a
a. Not corrected for ties.
b. Grouping Variable: patent_knowhow
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Table 9. Descriptive Statistics
N Mean Std. Deviation Minimum Maximum
Process 
proposition 
59 3,8644 1,04151 1,00 5,00
Patent_Utility
Model_Knowhow
59 1,1186 ,32614 1,00 2,00
Table 10. Ranks
Patent, Utility Model,
Know-how N Mean Rank Sum of Ranks
Process 
proposition dimension1
Yes 52 28,38 1476,00
No 7 42,00 294,00
Total 59
Mann Whitney U test was applied to the sample to check difference in the innovation attitudes that depend on 
funding of R&D department or innovation activities of businesses. At the 0.05 significance level for 
all propositions in test results showed no difference. H2 hypothesis is rejected according to the results. Also Mann 
Whitney U test was applied to the sample to check difference in the innovation attitudes that depend on using of 
support program. It also, at the 0.05 significance level for all propositions in test results showed 
no difference. H4 hypothesis is rejected according to the results.
4. Conclusion
According to the results in the dried fruit sector firms engaged in manufacturing and exporting;
i. It was concluded that the businesses without R & D department have more tendency in points of in promotion 
and distribution of products manufactured by the company with more benefited from new marketing methods 
(marketing innovation), offering more opportunities for employees to produce new ideas (organizational 
innovation), and advanced technology and obtaining advanced technology tools and equipment earlier than other 
competitors in the industry (process innovation).
Although many studies focus on the necessity of innovation in traditional food production and consumption 
process, R & D the creative forces that have low share in the food sector were discussed (Sparke, and Menrad,  
2011; Galizi and Venturini, 1996; Connar et al., 1985). Our study supports this view.
ii. We could not find statistically significant difference between the businesses that funding R&D or innovative 
activities and other businesses in points of process, product, market and organization of innovative activities. 
According to some studies in the literature, although R&D expenditures to reach the conclusion that the 
determinants of innovation activities, based on to some studies the R&D activities and expenditure has no effect on 
the outcomes of innovation studies. Having reached the results Cabral and Traill (2001) study supports the results 
we have at our disposal. In addition Therrien (2000) found in the R & D activities in the research of Canadian firms 
(65% of all firms) have successfully implemented only half of innovation and able to reveal a new product or 
process. Evangelista and Mastrostefano (2006) have obtained the result is not defined by their connection with the 
EXVLQHVVRI5	'LQQRYDWLRQVWUDWHJ\dDOÕSÕQDU	%Do
iii. The businesses that not have patent, utility model, know-how are shown to be more tendency to a process 
innovation that obtain the advanced technology, tools and equipment more than other competitors in the industry.
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iv. There are no differences between the businesses that using support programs and other businesses in points of 
process, product, marketing and organizational innovative activities.
At the beginning of Turkey’s exporting countries at the dried fruit sector comes from European Union countries 
that have advanced quality control systems, quality requirements and product standards in the exchange of growing 
FXVWRPHUGHPDQG$UÕVR\HWDO,QWKLVFRQWH[WIRUGULHGIUXLWVHFWRULWLVEHFDPHQHFHVVDU\WRUHDFKWREHWWHU
production methods, process and more effective marketing methods. In this way, our country will be able to 
maintain its competitive advantage in the world.
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